In this paper we draw upon Weber's concept of charismatic authority to unpack the appeal that YouTube video-bloggers have galvanised amongst their fan communities.
Introduction
argues the "demotic turn is not producing democracy" in any true sense however because commercialism, self-interest and, to some extent, manipulation underpin all our forms of media which overrides potential for any genuine social and cultural inclusion.
Nevertheless there is at least some semblance that barriers between extraordinariness and plain ordinariness are elided. The demotic turn may suggest a "new" culting of celebrity may be understood whereby willing audiences empathize with and catapult ordinary consumers into fame and extraordinariness. Furthermore the new culting of celebrity via platforms like YouTube appears to be subjected to popular critique, fallibility, pseudo-democratic discussion and social deconstruction amongst consumers.
Although recent work in celebrity studies has alluded to the process of celebrification on YouTube, the focus of these studies has been on the conscious efforts of the YouTubers themselves (see Smith, 2014 Smith, , 2016 and little is known about the nature of these 'new cults of consumer celebrity' or the role of fans or followers in this process.
To begin developing insight into these arenas, we now depart to consider Max Weber's charismatic authority thesis.
Charismatic authority
Weber originally introduced the term 'charismatic authority' in response to inherited and systematic, bureaucratic, 'flat' approaches to achieving power and influence over others. His work critically suggests the organic realities of establishing credible and impassioned cults of personality depend heavily on the vagueness of an individual's charisma. While charisma has often been considered a conceptual anomaly, as a nonrational, non-empirical 'folk' concept to signify the otherwise inexplicable (Kantola, 2009; Turner, 2003) , we can extract from Weber's ([1922] 1978:241) writings that the term loosely refers to a 'certain quality of individual personality by virtue of which he is considered extraordinary and treated as endowed with supernatural, superhuman, or at least specifically exceptional powers or qualities.' Of most importance to Weber is the notion that 'followers' or 'disciples' respond holistically to the charismatic individual rather than to the specific qualities of the individual that trigger these responses (p.242).
For charismatic authority to exist, charisma must first be detected and internalized by other individuals and then somehow be demonstrated to this audience to concretize, legitimize and ensure that it does not disappear (Weber, ([1922 (Weber, ([ ]1978 Weber's theorisation of charisma is grounded to the personal appeal of a special figure but is operationalised through external actors' own participation, call and response to the summons such figures might make. In contrast to the 'traditional/ rational-legal' forms of authority that bring about stability and order, Weber's charismatic authority is typically critical of extant institutions and strives instead to bring about change, renewal, revolution and even disorder in society:
'It is, by definition, a kind of authority which is specifically in conflict with the bases of legitimacy of an established, fully institutionalised order' (Weber 1947:64) .
This break from old institutions is typicalised by galvanizing 'a spontaneous communal feeling' amongst followers and 'making a revolutionary call for selffulfilment, genuine autonomy and personal empowerment' (Kantola, 2009:424) .
However, once the charismatic leader has succeeded in bringing about revolution and establishing new orders, charismatic authority often dissipates or becomes routinized as rules, traditions and institutions spring forth to stabilize, legitimize and guide these new orders (Conger, 1993) . It is because of its ability to disrupt and incite interest in a new rather than old order that charisma can help us theorize new and productive forms of power amongst consumers within market society. As power has purportedly migrated from producers to consumers -and even consumers themselves transition to become 'produsers ' (Bruns and Jacobs, 2006) , people have acquired more autonomy and influence over what they consume (Shankar et al., 2006 , Kantola, 2009 ). As Bird (2011 aptly puts it, "we, the people, will own the digital mediascape, and will be able to share, if not completely dictate the terms" (p.506), but this comes with the caveat that "true produsers are a reality, but they are not the norm" (p.512). Here it appears as though revolution cannot be brought about by any given consumer but rather there needs to be something truly special, or perhaps charismatic, about this individual to produce, effect change, and galvanise interest amongst other consumers.
The usefulness of Weber's notion of charisma for understanding traditional representations of celebrity has been discussed by Turner (2003) , but there has been little application, or even problematisation, of this concept in the context of the new demotic or participatory forms of celebrity. In terms of the traditional celebrity, Turner suggests Madonna's charismatic appeal rests on her "cultural originality, success, adulation, and in this sense a kind of devotion, as well as metanoia among her devotees", but in a departure from Weber's writings emphasizes how Madonna has achieved this "without any trace of obligation or command" (p.15). In the demotic turn, it is arguable whether command has equally dissipated or whether it has been rebirthed in the domain of the empowered audience. With this uncertainty in mind, we apply Weber's thinking to the context of YouTubers and their followers.
Method
This study focused on seven of the UK's most popular YouTuber channels: fashion and The first author subscribed to the channels of 10 British YouTubers and from autumn 2013 to summer 2015 observed and kept record of the efforts by which these YouTubers grew their channels and the various tensions that arose as a result of their elevated status and growing number of subscribers. Both authors committed to a more focused round of data collection beginning in autumn 2015. We concentrated our attention on channels which had over 1 million subscribers (or at this point of data collection were very close to hitting the 1 million subscribers mark) resulting in 7 out of the 10 channels being sampled for analysis. We undertook participant observation of a selection of videos posted to YouTube after 2013. A timeframe of the past 2 years allowed for a more manageable sample (Smith, Fischer and Yongjian, 2012) but also ensured that we were able to focus on the popularity and appeal of the YouTubers and capture the increasing commercialisation evident on their channels. Participant observation involved watching each video (amounting to over 190 minutes of video footage) and writing detailed notes relating to the content of each video. We then engaged in a netnographic analysis (Kozinets, 2010) of the YouTube comments responding to these videos.
The 17 videos selected for detailed interrogation were deemed to be most relevant for this study as they responded to issues such as YouTube culture and the idolising of YouTubers, sponsored or paid-for content, a change in the YouTubers content or direction, the launch of YouTuber product lines and merchandise and reaching landmark numbers of subscribers (see Table 1 ). Following Kozinets ' (2010) guidance, these 17 videos were selected due to their relevance to our research questions as well as the quantity and/ or quality of the comments posted to these videos. YouTube comments on each of the 17 videos were filtered via 'top comments' rather than 'newest first'. We then began the process of transferring the comments into a blank document, using open and axial coding techniques (Straus and Corbin, 1990) to analyse and interpret the data. Coding of data was driven both inductively by searching for emergent themes but also deductively by issues/ concepts identified in the Weberian and consumer research literatures. As the process of data analysis progressed, the coding became driven by the key theoretical concepts guiding this study. We ceased transferring comments when we reached the point of theoretical saturation. A detailed, micro-analytic approach (Strauss and Corbin, 1990) was used for analysing a selection of 'top comments' for each video; on average, between 50 and 150 comments per video. YouTube's terms of service -which disclaim that the site cannot 'guarantee any confidentiality with respect to content' posted by a user (YouTube, 2016) . Secondly, we worked within the boundaries of the open-access nature of YouTube and the publicly available comments posted (Lewis, Heath, Sornberger and Arbuthnott, 2012; Langer and Beckman, 2005) when deciding to draw upon user commentary in our analysis.
Although other studies have identified individuals using their YouTube usernames (Antony and Thomas, 2010), we decided as a provision of additional anonymity to not include usernames in the presentation of our findings (Reilly, 2015) .
As an added layer of data collection, our observation of YouTubers' video materials and netnographic analyses of viewers' comments were supplemented with regular and immersive reading of relevant media output in UK national newspapers. We employed use of the Nexis database to search for articles from the previous 5 years which featured 'YouTuber' (180 articles), 'YouTube Personalities' (12 articles), 'YouTube Stars' (843 articles) and 'Vlogger' (398 articles) in their headlines. We also searched for articles which featured the names of our 7 selected YouTubers in the headlines and a total of 518 articles were returned, with Zoella/ Zoe Sugg by far the most talked about in the UK press (416 articles), reflecting her much higher subscriber count. These articles were used to contextualise and situate our interpretations of YouTubers' popularity within broader cultural narratives and we draw on our reading of these articles to support our analysis.
Findings
According to Weber ([1922] 1978) the personal qualities of an individual are what contribute to their holistic sense of charismatic authority. Our findings first consider the "charismatic community" and the co-construction of the charismatic personality.
Second, we unpack the processes by which YouTubers' legitimise their craft through replacing archaic systems of authority with avant-garde and neoteric systems of representation. Within this theme, we especially consider how followers bask in the reflected glory of YouTubers being on the precipices of revolution and change. Third, we discuss how charisma dissipates when the individual seeks out more permanent and formal structures or when various rules and institutions emerge to guide and determine it.
The Charismatic Community and the Co-Construction of a Charismatic Personality
A resounding message that emerged early in our analysis is the collectively felt sentiment that it is the followers themselves who are not just the recipients, but the custodians, of their favourite YouTubers' personalities. Without followers' continued and active social deconstruction and endorsement of their authorial intent, simulacra and self-presentation, YouTubers' personalities could never be realised and confirmed, thus forever negating the presence and operation of charisma. Unlike, for instance, the fashion bloggers explored by McQuarrie, Miller and Phillips (2013) who acquire and accumulate an audience through displays of aesthetic discrimination, popular YouTubers seem to galvanize interest amongst consumer audiences largely due to the participatory meaning-making and sense-making around the personal qualities they (choose to) convey through their videos. It is here that personality (Boorstin, 1961) rather than talent or skill (Rojek, 2001 ) is what initially grabs the attention of followers and must be refracted through a communal process of demotic evaluation.
The relationships between YouTubers' personalities and audiences' allegiance are repeatedly articulated, disarticulated, and rearticulated. This can be simple, direct and confirmatory such as one of Estée Lalonde's followers who writes: 'Your personality is what brought me here and kept me watching.' followed by another who responds with 'so true I started watching because of your personality!' Or the process may be more mosaic and bound up in particular evidential testimonies such as a follower who draws upon Estée's efforts to meet fans at a party as a signal of her continued humility and solicitude: 'She's THANKING US in a really great way. How many other YouTubers throw a party for their subscribers, much less acknowledge them? Instead of being appreciative of Essie, most people are complaining about how "she's changed". Quite frankly, I still see the same cheerful, intelligent and genuine Estee I saw years ago.'
Overall such comments tell us the personal qualities of a YouTuber can be read as not really existing on their own, but rather they need to be co-constructed (Belk, 2013) and socially activated by their followers.
Followers were observed to engage in play and social interaction with one another through extended conversations (Ritson and Elliott, 1998 ) punctuated with emoticons and emojis and styled with circumlocution in the comments section of YouTubers' videos that playfully and performatively discuss, mimic and deliberate a YouTuber's personalities. This is evident where one of Marcus Butler's followers takes to the comments section to creatively coin a neologism to brand and legitimise the YouTuber's personality as 'spontaneous, with your crazy moments of Marcusness' (emphasis added). Charismatic appeal here is reified and made real through a creative interpretive labeling process (i.e. 'Marcusness') and the communal sharing of ideas amongst like-minded followers.
Weber ([1922]1978) suggests "An organized group subject to charismatic authority will be called a charismatic community (Gemeinde). It is based on an emotional form of communal relationship (Vergemeinschaftung)" (p.243). It is within this charismatic community that the YouTuber stands as a kind of cheval glass for the "charismatic quality of its members" (p.243). However, deeper than Weber's imaginings of a united "gemeinde" which reflects the glory of its leader, our analysis demonstrates that YouTubers were mainly experienced by their followers as a receptacle or refraction point for collective self-admiration. Rather than pay unilateral homage to their culted figure, followers recognize that they together with their source of admiration are co-constituting and they vocalize consciousness of their own part in the spectacle -as displayed below by one of Tanya Burr's followers: The above critiques from followers of Estée Lalonde and Marcus Butler signal how the absence of calls to action deprives the charismatic community of opportunities for play and participation weakening their felt sense of vergemeinschaftung, and thereby eroding the cult of personality. At the frontline of interaction i.e. the comments section, any perceived threat to the charismatic followers' belief that they really 'know' the YouTuber or the sense that they have helped create the YouTuber is observed to result in pseudo-aggressive behavior in the form of 'venting' (see also Weijo and Rintamaki, 2014) . In the extreme, activities such as wars of words between one another, abusive criticism of the YouTuber and even statements that they will 'unfollow' the YouTuber constitute a form of what Weber ([1922] 1978:242) refers to as a "state of a "berserk" expressed by and contingent upon "spells of maniac passion".
Unlike the fortress behaviour of traditional figureheads of cults of personality, the sense of 'co-presence' on YouTube (Turner, 2010:144) , the space for positive and critical commentary, and the greater possibilities for 'direct para-social contact' (Rojek, 2001:12) with the YouTuber, is critical in building and maintaining charismatic authority and a sense of community.
Creating and institutionalizing new orders
Weber asserts that charismatic individuals characteristically innovate, initiate and reorientate, forcibly bringing about change to existing ways of being or doing:
"charismatic authority repudiates the past, and is in this sense a specifically revolutionary force" (Weber, [1922]1978:244) . This is reflected in media reports which video on YouTube culture, one follower described the early content creators on YouTube as 'trailblazers in a relatively new social media phenomena' (sic). Another follower described how 'really impressive' it is that Louise has helped to 'pave the path towards enabling yourself and others to make careers out of YouTube' and had 'impacted the lives of a lot of people really positively'. Parallels can be found between the "god-like heroic strength" (Weber, [1922] 1978:1115) of these charismatic YouTubers and the "heroic men-of-action" discussed by Holt and Thompson (2004) with the same follower describing Louise as: 'much more than a woman who sits in her room on a Friday and talks to the camera. You are a business owner, a brand, a marketer, a working mother, a creator, and so much more.' Ideas, progress and the pursuit of self and societal reinvention are captured in both cases. Many of the more popular YouTubers have been able to move into more traditional media and industries launching music careers, make-up lines, fashion lines and books and this has prompted some followers to note how far YouTubers such as Alfie Deyes have come:
'I think for example like take Alfie for instance: he started in his attic making funny videos because he was bored, and now he has his own book!(...)so feel like to admire (I wouldn't say idolize) but to love and admire someone who has come THAT FAR is completely fine!' These narratives of the YouTuber's humble beginnings are also present in media reports: 'Alfie's been making videos since he was 15. He made his first in his bedroom on a small, bad quality, family digital camera, balanced on a stack of books.
Made on a rainy day, it was called What to Do on a Rainy Day' (Glass, The Sunday Times, 2014) The discussion of Alfie Deyes (PointlessBlog) as starting out in his bedroom with cheap equipment bears resemblance to the use of the inspirational and heroic story of Steve Jobs beginning Apple from his garage in Palo Alto (Holt and Thompson, 2004) mobilized by Apple fans and contributing to the cult like status of Apple (Belk and Tumbat, 2005) . In all cases, the ideas of social reinvention driven by self-made visionaries map on to many of the fundamental visions Weber ([1922] 1978) held for charismatic leadership whereby he imagines that "in a revolutionary and sovereign manner, charismatic domination transforms all values and breaks all traditional and rational norms" (p.1115). It is with this necessity to destabilize existing marketplace orders and bring about neoteric systems and norms that charismatic authority comes with its own natural instability and impermanence that brings us to consider the third and final part of our analysis: the finite appeal of YouTubers.
Finite appeal: The fading and routinization of charisma
Weber ([1922] 1978) is keen to articulate that "in its pure form charismatic authority may be said to exist only in statu nascendi. It cannot remain stable, but becomes either traditionalized or rationalized, or a combination of both" (p.246, original italics). Our analysis is consistent with the transitory flux of charismatic authority as we found that once the task of creating and institutionalizing new orders has been accomplished, quite often charisma can fade or become routinized. Charisma dissipates when the individual seeks out more permanent and formal structures or when various rules and institutions emerge to guide it. In the case of this study, a whole industry has cohered around 'I find it harder to think of YouTubers as "average people sitting in front of the camera" when all of them now seem to be signed up to a major company, some have people doing all the behind the stage work taking away from the realness of their videos. (…) The fact is when YouTube first came around it was fun, it was a community, and I know when people find something they love they want to do it 24/7 and make it their job, but now YouTube seems to be an actual career where people depend solely on this money from YouTube that they can`t Here, Pentland's follower in publicly thinking through the commercial side of YouTube, and the professionalisation of video-blogging demonstrates "marketplace metacognition", which Roux (2008:467) defines as "awareness individuals have about persuasion techniques, their relevance and effectiveness in convincing them, and their own susceptibility to these tactics". The closing judgement that the whole thing has become 'generic' problematizes the neoteric nature of the YouTuber cult of personality and is perhaps the most severe condemnation of YouTubers' charismatic authority.
'Generic' stands at odds with what Weber ([1922]1978) considers to be the "extraordinary" nature of charismatic authority which should be "sharply opposed to rational, and particularly bureaucratic authority, and to traditional authority" and is "specifically irrational" by virtue of its incompatibility to extant rules and order (p.244). YouTubers. In response, many followers have begun to mobilise their disapproval in the comments section of videos to express their dislike for changes made to the brand (see Parmentier and Fischer, 2015) . This is evident in the comments posted to Marcus 'That's true, I mean all of a sudden she starts to sponsor all of these products without really saying anything about them to her viewers (…). Estee is usually chill in that matter, and wouldn't seem to be the type of person to be sponsoring a ton of products without mentioning the sponsor itself. She has lost down to earth vibes from her older videos, if she took a moment to acknowledge the sponsors, then maybe it wouldn't be that bad'.
In the above comments, remarks that Estée has 'sold out' and lost her 'down to earth vibes' as a result of the sudden arrival of paid-for-ads and sponsored content on her channel is viewed as being incompatible with the personality followers helped coconstruct with Estée. Her new commercialised model is condemned as 'not that type of person, totally unlike Estée'. The socially activated and co-constructed nature of these new cults of personality thus contributes to the fragility and instability of their charismatic appeal.
Discussion
Following our analysis, we submit that in consumer culture's current era of consent, it is the co-constructed and socially activated nature of 'consumer-charisma' that has allowed YouTubers to enhance their level of authority, disrupt orthodoxies, and spark interest in a new order. However, once these new orders have been established, various rules and institutions emerge to guide their influence, ultimately leading to the routinization and fading of charisma.
Our analysis is particularly useful in isolating the points of difference between the role of audience/followers in traditional cults of personality versus the new tribal self-selecting formations. Importantly, the use of "new" and "traditional" is to signify that we cannot assume a stable referent or construct called "cult of personality". In this paper we have studied an emergent social phenomenon that shares a lot, but also differs significantly, with an earlier comparable social phenomenon. In traditional formations, followers were subjected to the adulation of culted figures through the anonymous and technocratic efforts of promoters, propagandists and specialists of mass-media technologies, and followers had little involvement in negotiating the imposed personality of these figures. Conversely, personality becomes an item of co-creation in endorsed and socially deconstructed by fans or followers. In other words, while Smith accounts for a kind of introspective-performative or meta-conscious "cult of the individual" (2014: 256), our Weberian outlook casts attention to the wider social currents of the charismatic community that actualise this cult, and receive and promote the longevity of the central personality. Furthermore, the socially activated and coconstructed nature of these new cults of personality helps to accumulate an impassioned audience for the YouTuber but also contributes to the fragility and instability of their charismatic appeal. As Belk (2013:488) suggests, the self in a digital age is a "joint project resulting in an aggregate self that belongs as much to the others who have helped to form it as it does to oneself".
While viewership metrics indicate bureaucratization and routinization do not appear to be fuelling a fall in overall audience numbers that would lead to the ultimate demise of celebrity brands/cultlike appeal (c.f. Parmentier and Fischer, 2013) , the combination of market-led changes and followers' subsequent venting and "states of berserk" nevertheless seems to be stimulating the fading of charismatic authority and the dissipation of the charismatic community. This is not to suggest that this will necessarily result in the short-lived, here-today-gone-tomorrow sort of fame typical of Rojek's (2001) "celetoids". Rather, these YouTubers seem to be migrating further along the continuum from "renown" towards "celebrity" status as the level of proximity and interaction between they and their followers diminishes. Our findings also contrast with 
